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Happy New Year from FHC Qutreach!
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Upcoming Events:

Habhitattitude™ is a national social marketing and partnership campaign developed
by the AMS Task Force and its partner organizations. The Service serves as lead
federal agency for Habitattitude™; however, there are some very distinct
differences between this and previous AMS Task Force national outreach campaign,
o p FleriSad F NS Sttt Stop Ac!uatic Hitchhikers! While Stop Aquatic Hit[:hhikﬂ_rs! _is a campaign of _

¥o get gsedul Hips on attraction that has garnered the support of 150+ organizations from the national,
holding highly successtul regional, state and local levels, Habitattitude™ is different because it has the
meetings. significant support and involvement of two different, but related sectors; the pet
and aquarium trade and the nursery and landscape industry. This support and
involvement is what separates Hahitattitude™ from other initiatives and it will
ultimately make this campaign successful.

+  This manth’s FHC
Academy workshop:
“HOLDING SUCCESSFUL
MEETIHGS!" Join a panel

When: Wednesday, January
26th, 1:00-3:00 p.m., Room
2058, ARLEC, Joinus for our
FIRST WORKSHOP!!
IRezerwations suggested, but
not required X24671.

In addition to the involvement of these industries, two key players are the Mational
Sea Grant College Program and state fish and wildlife agencies. Both organizational
networks will work collaboratively with the Service and various pet and aquarium
industry retail outlets and nursery and gardening centers around the country to
promote environmentally-responsible behaviors relating to consumers’ enjoyment of
their aquarium or water garden hobbies. Habitattitude™ represents a unique
marriage between government and industry to educate people about invasive
species and the need for sustainable uses of our nation's aquatic environment.

For more information about the campaign, please go the following web site: hitp://
wywwy. habitattitude.net or contact Joe Starinchak in the FHC Branch of Invasive
Species.




So, Who ARE Our Customers? & V.

If you ask a Wal-Mart
manager who her
customers are, she will
point to people standing in
line at the register or
pushing carts down the
aisles. She sees her
customers everyday, talks
with them, has a personal
relationship with them.

FHC Ountreach Newdetter
Page 22

But what if you ask a government manager who his customers are? Federal
Management Partners, Inc. (FMP), of Alexandria, have spent a lot of time thinking
about that question. For government agencies, the customer isn’t atways walking
in the door—it is the American public as a whole.

Hundreds of thousands of employees interact with customers in a business like
Wal-Mart's all the time. But if government’s customer is the American public,
then it’s safe to say that much of the workforce hardly ever deals with the
customer.

“In government, almost no one is in contact with the customer,” Tom Barnhart
(CEO of FMP) says. “Instead, most employees in an agency are in constant contact
with what | would characterize as false customers—beneficiaries, stakeholders,
contractors—and can easily come to believe the agency exists to serve those false
customers. ”

Most people in government interact on a daily basis with people who represent the
American public’s interest, such as conservation groups and industry groups. But
neither of those groups is the customer. Instead, it is the public as represented by
elected officials. This results in a public customer linked directly to the top of a
bureaucracy. In a typical business, by contrast, the customer is most closely
connected to the bottom of the organization. It’s much easier to maintain a
customer focus with little or no bureaucracy.

Who managers think their customers are is central to how they manage their
operations. The veteran walking through the door at the Yeterans Benefits
Administration, the taxpayer filing a W-2 for the IRS, and the angler at a Mational
Wildlife Refuge might seem like the customers government is serving. But those
individual interests can diverge from the interests of the public as a whole.

In these times of shrinking and static budgets, it's extremely important that we, as
federal employees, remember that we serve a very diverse customer base—all of
the American people.

{Excerpted from hitp:fiwww. govexec.comfdailyfedf1 2041 201 04mm. htm)
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